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INTRODUCTION

This publication introduces you 1o strategic planning.
Such a plan will help you 1o

® Take advantage of your company’s strengths.
#® Eliminate or reduce your company's weaknesses.
® Capitahze on opporiunities and emerging trends.

® Take defensive sieps Lo reduce threats Tacing your
business.

WHAT IS STRATEGIC PLANNING?

# Bring together all your company's resources, and
direct them toward specific goals in areas such as
sales growth, profit, productivity and service.

# Prioritize and document all the goals your
company wanis {0 accomplish over the next three
to five years.

® Allocate resources and assign responsibilities.

Ask len people far a definition ol strategic planning and
vou will probably receive ten different answers. Mosg
agree that 1tas a way 1o identify lang-term goals and 1o
direct your company Wwward Tulfilling those poals.

Steategic planning involves
#® Assessing the current busingss environment.

# Defining vour company s purpase (' mission™).
B2 ¥ & purp

IS STRATEGIC PLANNING NECESSARY?

# Deciding what vou want the business to look Jike
in three lo five years.

@ Recognizing your company’s
— Strengths
— Weaknesses
— Opportunities
— Threats

* Mapping out a course 1o take the company from
its current 10 its desired position.

“My business is very small, Da I really need to develop a
plan like this*”

The best response to this question 1s, “Only if you want to
slay in business and prosper.” Consider the feliowing
reasons for strategic planning.

® Technology and the fasl pace of change are
making business management more complex.
Strategic planning will help you foresee and react
quickly 1o market changes and oppenunities and
identify areas in which your husiness s lagging
behind.

& Competition is bacoming tougher. In maost cases,
small businesses find themselves competing with
much larger companies—ones that know the
bencfits of strategic planning and practice it
From a defensive standpoint, it is important that
yiu apply the same concepts 10 your operation.

& Cood financial control alone is not enough 10
ensure your business's success. In addition to a
budget, you need tong-term goals to determing the
fulure direction of your company.

® You can use sirategic planning 10 wmvelve
employees in all areas of your business, 50 they
share your goals.

® You can use your plan to communicate with
bankers, who often do not understand the nalura
of your business. Bankers must be convinced that
your company is in control of its future before
they will lay their money on he line. A
comprehensive plan aimed at sustained growth in
sales and earnings can be very convincing.

# A plan s also very helpful in dealing with yaur
suppliers, advertisers, altorney, accountant,
audilor, investors and business consullants.

Lzt's take a closer look at the process.
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ANALYZE THE BUSINESS ENVIRONMENT

The strategic planning process begins with an assessment
of the current economic situation. First, examine faciors
outside of the cornpany that can affect your company's
performance. In most cases, it makes sense (o focus on
the national, local or regional, and indusiry economic
forecasts. This part of the analysis should begin early, at
least a quarter or so before you begin the formal planning
process, Use the following common sources Tor
nformation;

® The Wall Strect Jourmal,
® The New York Times.
® Business Week,

# Industry periodicals.

THE PLANNING SESSION

# US Department of Commerce (especially lar the
12 leading economic indicators).

¢ Federal Reserve banks.

# Local industry asseciates.

& Local chambers of commeree.
# The public library

After you have collected sufficient data, assess is present
and future impact on your business. For example, slow
housing siarts, weak automaohbile sales, reduction in real
disposable personal income and increasing levels of
unempioyment signal reduced future demand for goods
and services,

After preparing a concise written assessment of the
cconomic environment, you are ready to meet with key
people in your organization for a marathon planning
session. Make sure that all key depariments (e.g., sales.
service, finance, processing, manufacturing, ete.) are
represented (o ensure that a realistic plan with a commaon
goal is developed.

The meeting will be most effective in a comfortable place
that s free of interruptions and distractions. Often itis
best lo get away from the business premises. For many
businesses the process lakes two full davs, so you may
want 1o accomplish 1t over a weekend.

The sessions will function best if they are siruciured. The
following is a proven technigue:

& Appaint someaone to be the facilitator of the
group. {t shauld be someone impartial and not 5o
iocked inle is or her own 1deas that he or she
cannot see the potential merie in others” ideas.

#* Agree in advance that crealivity is desirable, so
na idea brought up at the session will be
immediately discarded as impractical or
undesirable. {Semetimes imprachcal or
impossible suggestions can spark other extremncely
pasitive ideas).

8 Appoinl somesne W wrilte down the essence of
what the group discusses and decides.

& Equip the room with o tlip chart. fel tip markers,
and masking tape or thumb tacks.

& Follow an agenda, The one shown i Appendin A
has proven very effective.

Afer the opening comments, a review of the session™s
procedures and a report on the economic caviromment, you
are ready to begin the most important part ot the process

Analysis of Strengths, Weaknesses, Opportunities
and Threats (SWOTs)

Here the facilitator divides a flip chart page inta two
sections and babels one half “Strengihs and Weaknesses™
and the other half “Opportunities and Threats” (ogether
known as SWOTs),

Each SWOT s 1o be written conciscly on the flip chart.
Everyone is asked to identify SWOTs, slarting with one
person and proceeding arpund the room in a clorkwise
fashion, This lechnique elicits a response from each
participant and rapidly crzaies a charged atmospherea.
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Example of Flip Chart Format for SWOT Analysis

Strengths Weaknesses
1. L.
2. 2
3 3
4. 4.
5. 3
Opportunities Threata
I I
2. 2
£ 3
4, 4,
5. 5
Examples of Strengths, Weaknesses, Qpportunitics and # Implementing a program (o include stuffers
Threats Lhat might be suggested by participants during {showing our full range of products and
the SWQT analysis: SEIVICES) I every mailing to our existing
custemers could generate cross-sales,
Strengths: # Implementing new ielephone pick-up and
message handling procedures could improve
® Over half of the residents in pur marketing CUSIOMEE SErvice,
terrilory are alfluent.
® Qur company is well known. Weaknesses:
® We were firstin the area 1o institute & Recession, business slowdown.
telemarketing. . . .
# Telernarkeling operation is generating an
# Suppliers give us excellent service. abundance of price-conscious customers who
may leave uy at the next price adjustment.
# Qur financial position and credit raling are
good. # The independent conlractors we use are
difficult 1o control from a reliability and
# We have strong salespeople at the op of our quality standpoint.
organization. _
# Certain members of our support staff lack a
Q I “sales attitude,” have an adversarial agtinwde
pportunities: toward the sales staff, have an “it's ot my
. _ job” altitude.
& The adjacent town 15 over 50 percem affluent
residents. Penetrating that market would @ Salespeople often do not follow procedures.
stimulate significant sales growth, ® Lack of a formal budget process results in
® One of our supplicrs has offered co-op cxpenses that could he avoided or delayed.
advertising, including a billboard.
Threats

# Most of our customers use us for only part of
what we can do with our products and
services; the potential for more sales within
our existing custamer base is high.

® (ur compelitor is aging and may be receptive
10 a buy-out if we offer an employment
agresment until age 65.

® A new compelitor started up its eperation
ncarby 18 months agoe and is cutting prices to
ailract markel share,

# New competitor has lured away two of our
employees with offers of better pay.
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No one wants to feel foolish in front of the growp, so
people listen carefully to what is said and think hard
aboul possible responses,

The facilitator should be certain that all SWQTs are
recorded on the chart. As pages of the flip chart become
full, tack them wp around the room where everyone can
see them. They will be used again.

When Lhe facilitator has gone around the room several
times and every conceivable SWOT has been identified,
the group is ready for the next phase of the planning
5CSSI0N,

Mission Staternent

An organizalion's missicn statement (usualily no more
than one or Lwo senlences) descnbes the purpose of the
organization. It enables all members of the organization
1o share the same view of the company's goals,
philosophy and future direction. It should include the

® Reason the organization exists {management’s
mission)

® Products and services offered.
& Clientele served.

# Maturc and location of the business’s marketing
territory,

# Areas of specialization.
# Future direction of the company.

Every organization needs a mission statement and many
require one for each area of the company. By building
your business plans around a well-conceived missicn
stalement, your company can more effectively use ils
limited resources. Stated differently, the mission statement
helps your company move beyond “trying to do
cverything right™ toward “doing the right thing.”

The facilitator should lead the group in establishing {or
redefining) the company's mission slalement in view of
the external economic environment and the SWOTs
discussed earlier.

Let’s take a look al some sample mission statements:

® The Johnson Corporation of Ohio is dedicated to
mainlaining ils position as a leader in providing

quality insurance and financial service products to

businesses and individuals through a staff of
highly trained people sharing a tradition of
integrity and service to its clients.

# Budget Travel provides econcmical vacation
iravel and related services to customers in the
greater Chicago area, who expect efficien,
problem-free travel arrangements al a low ¢ost,

® Our goal is simply stated. We want 1o be the best
service organization in the world. —IBM

® Whitefield Markets' goal is to be the lowest cost
provider of quality foods and groceries in the
West Orange area, and eventually in the entire
state.

# Velvet Green Nurseries” goal is to provide a full
range of high quality wholesale and retail nursary
products to professional landscapers and
discriminating homeowners.

® Performance Plus manufactures and sells high
performance auto parts to the U.S. market. While
our peimary thrust will be 1w increase our present
product line to better serve existing markets, we
will also actively expand into the Canadian
rmarket.

® Smith Packaging Company's mission is to be the
lowest cost producer of pork products in
Delaware.

Key Results Areas (KRAs)

Most companies have from & 1o 15 key results areas
{KRAs), areas in which the organization must achieve
success Lo grow and prosper. The company’s objectives
and lactics can be grouped into these key areas, making it
easier to process and priontize objectives, allocate
resaurces and coordinate with other areas.

The facilitator should lead the group in identifying KRAs
for 1he businzss. Many of the KRAs (increase revenues,
improve financial condition, etc.) are developed from the
SWOTs. Some examples of KRAs are

® Increase revenues.

¢ Improve financial condition (profitability,
liquidity, salvency, credit and collections policies,
elc.).

® Keep pace with or outdistance the competition.
® Improve efficiency and productivity.

® Achieve and maintain superior Customer service.
® Capitalize on emerging tends.

® Increase utilization of technology to improve
operations.
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#* Improve laber relations, human resource
development and training {personnel issues:
salary adrmimistration, job descriptions, bencfits,
personnel rmanuals, elc. ),

# Improve internal communications.

& Improve distributor and/or supplier retationships.

#® Improve publi; relations, advertising, promotions,

et
& Improve or enhance products and services.

& (Capitahize on the physical facilities (location,
capacity, layoul, parking, elc.).

# Improve or cahance insurance coverage.

# Capitalize on or improve organizalional structure.

# Arrange for the arderly reticement and transfer of
ownership and control of seaior owners to jumor
owners or potenlial owners.

Strategic OChjectives

Usually there will be one or two strategic objectives for
each KRA, but occasionally there are more. Strategic
objectives describe conditions the organization wishes to
achieve. As with all objectives, 1l is important to make
them as quantifiable as possible, Two examples of
strategic ohjectives Tollow:

Example #1

Key results area: Increase revenues

Strategic objectives: Increase revenues from new
cusiomers, expand sales to exisling Cuslomers, acquire
other related businesses, apen new branches, market new
prodiects or services and achieve levels of investment
income and inflation ta achieve

b in revenues by Dee 31,19 ___
b3 in revenues by Dec. 31, 19____
% in revenues by Dec. 31, 19
% in revenues by Dec. 31, 1%
3 in revenues by Dec. 31, 19
Example ¥2

Key resulls area: Improve financial condition,
Stralegic objectives: Estahlish and maintain a financial
condition sufficient to suppart planned growth through
liguidily, solvency and profitability for the four ycars
listed, as follows:

19 19 19 149

Liguidity
Achieve 2 working  § 3 5 3
capital position of

Solvency
Achieve net worth of 3 5 L)

Profitability
Achieve prelax profit § $ L3 3
margin of

Tactical Objectives

Establish tactical objectives to support each strategic
abjective. Tactical objectives are specific, usually
short-1erm, objectives, aimed at supporting the strategic
abjective, Eventually you will prieritize these tactical
objeclives, assign responsibilities and agree te largel
dates for completion.

One easy way to develop 1actical objectives is to relurm 1o
the ideas from the SWOT analysis, Group each idea into
one of the key results areas. For example, say 12 SWOTs
were identified that could either positively or negatively
affect KRA #1, “Increase Revenues.” Use those SW0OTs
to develop tactics for the increase revenues strategy.
Capilalize on areas identified as strengths and
opporiunities and try Lo reduce or eliminate weaknesses
and threats.

If your strategic objective is to expand sales 10 existing
customers, some lactical abjectives might be to

® Produce and market a new product {take
advantage of an opportunity).

® Develop and market a new service {(take
advantage of an opportunity).

® [denlify a specific prodluet or service you have
been successful with and develop a plan 1o
promols that product or service 10 every cuslomer
who doesn’t yed have it {capidalize on a strength).

® Retain strong sales stalf or replace weak sales
staff {coireet a weakness).

® Revise traffic flow of store or change displays,
signs, etc. (correct a weakness or capitalize on 2
strength},

® Change marketling or advertising theme (take
advantage of an opportunity}).
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# Esiablish a sales campaign with meaningful
incentives (take advantage of an opportunity).

# Change salary program for salespeople from fixed
to variable salary based on sales (correct a
weakness).

After you have categorized and established tactics to
address each SWOT, proceed with the next phase of the
process.

Budgeting and the Strategic Plan

The strategies and tactics that you choose will affect
revenues and expenses to differing degrees. You need 10
consider the potential impact of each objective on both
revenues and expenses so that you can prioritize them and
teflect them in future budgets.

Target Dates

Be realistic in selting target dates. It is important that you
rasist the emptation to set exiremely ambitious target
dates for your objectives. In mest cases, the tactics yon
have agreed on will be accomplished by people who
already have a full day's work. Each employvee must be
given sufficient time 1o achieve the specific objectives
assigned to him or her, or the plan will quickly be viewed
as impossible to accomplish and useless.

When assigning a tactical objective, Il the recipiem tell
the group how long it will take to achieve, and accept that
target date. if at all possible. Appendix B displays a
suggested format for the siraiegic plan.

COMPLETING AND COMMUNICATING THE PLAN

When the above procedures have been discussed with the
group, agreement should be reached on when the writien

Coordinating and Monitoring the Strategic Plan

For maximum sustained resolts, an overall coordinator fer
1he strategic plan should be appointed. That person is
responsible for bringing together the various picces of the
husiness plan inlo one comprehensive plan and for
moniworing the plan.

The form in Appendix C can be used 1o display the
stralegic objectives and ali the supporting tactical
objectives for each key strategy arca. It also lists Lhe
person responsible and the agreed-upon target date for
each objective, with a section for comments. An example
of how the completed form might look is shown in
Appendix C-1.

Appendix [ is an Indi¢idual Obiective Summary/Status
Report, which enables an individual to track the status of
each objective for which he or she is responsible and
repoert monthly to the strategic plan coordinatos.

The monitoring process should be made as simple as
possible. Each month, the strategic plan coordinater
collects the updated individual ohjective summary/status
repocts from employees and makes certan that all
abjectives in the plan have been accounted for. He or she
makes nole of shartlalls, needs [or reforecasts or mectings
1o be called, and documents progress in a brief
memorandum to abl strategic plan participants. For
crample

& Atthe end of April. we are on target ar ahead of
plan in atl but two tactical objectives. The
attached individual objective summary/status
reporls describe the status of every ohjective.

® Where a shortfall exists, [ have highlighted 1he
shorifall and noted Lhe aclions being taken.

& Overall we are well on our way o achieving our
major ohjectives.

strategic plan shouold be completed and ready for use. The
method of commumcaling the content of the plan e all
employees should also be discussed.
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WHY STRATEGIC PLANS FAIL

No treatment of this subject would be complete without
mention of the fact that some strategic plans fail. The
major reasons are

@ Strategy was defined incorrectly.

® The plans lacked detailed implemeniation steps
with tasks, schedules and responsibilities.

® Goals were not stated in clear and quantifiable
1erms.

® Planning did not involve input of key managers.

The process described in this booklet avoids these pitfalis
and has proven effective with small businesses.

4.8, Small Business Administration



APPENDIX A: STRATEGIC PLANNING SESSION AGENDA

Dates:
Localion:
Facilitator:
Recarder:
Time Topic Responsibility
Cay 1
B:00-8:05 Opering comments President
8:05-8:15 Review agenda ' Facilitator
Review procedures for session
Review roles of facilitator and recorder
B 15-8:30 Review completed analysis of external environment Preparer of analysis
8:30-10:00 SWOT analysis—FPart Cre Facilitator and group
Reundtable discussion to identify and document all of the company’s
strengths, opportunities, weaknesses and threats (SWOTs}
10:00-10:15 Coffee break
10:15-12:00 SWOT analysis—Part Two Facilitator and group
Conbinue SWOT analysis
12:000-12:45 Lunch
12:45-2:30 Develop or redefing mission statement for organization (staternent of Facilitator and group
purpose}
2:30-2:45 Coffee and soft drink break
2:45-3:30 Analysis and identification of key results areas (areas in which the Facilitater and group
company must achieve significant resulls in grder 10 achieve the kind of
revenues and profits desired)
3:30-5:00 Establish strategic objectives (objectives thal are descriptive of & Facilitater and group
condilion you want Lo achieve) within each key result area
5:00-6:30 Dinner
Day 2
E:00-8:05 Opening comments President
8:15-10:00 Establish taclical objectives 10 address SWOTs—Part One Facilitator and group
1000 10:15 Coffee break
1:15-12:00 Establish tactcal objectives o address SWOTs—DPan Two Facilitator and group
12:.00-12:45 Lunch
12:45-1:45 [ntegration of budgeting process into the strategic plan Facilitator and group
1:45-2:00 Coffee and soft drink break
2:00-4:00 Prioriizing objectives, assigning responsibilities and establishing target Facilitator and group
dales
4:0{0-4:30 Discussion of strategic plan coordination and monitoring. Includes Facilitator and group
discussion of strategic plan format and appointment of ceordinator to
monitor plan and keep everyone advised when shortfalls or reforecast
situations arise.
4:30-4:45 Arrange liming of writlen report and method of communicaiing the plan Facilitator and group
0 all employees of the organization
4:45-5:00 Closing commenis President
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APPENDIX 8: STRATEGIC PLAN FORMAT

Cover

Table of contents
Mission slalerment

Summary of key results arcas (sirategies)

Objectives. responsibilities and targets
—tor (emer key results area #1)
—for {enter key results area #2)
—for (enter key resulls area #3)
—for (emer key results arca #4)
—for tenler key resulls area #3)
—for (emer key results arca #6)
—for {(enter key results arca #7)
—for (enter key resulls arca #8)
—for (enter key resulls area #49)
—for (enter key resulls area #10)
—for (enter key results arca #11)

—for (enter key resulls area #12)

[ndividual objectives summaries/status reports
—ftor {(enter employee’s name)
—for (enter employee’s name)
—for (enter employee's name)
—for {enter employee’s name)
—for (enter employee’s name) -
—for (enter employee’s name)
—for {enter employee's name)
~—for (enter employee’s name)

U.S. Small Business Administration "







APPENDIX C: OBJECTIVES, RESPONSIBILITIES AND TARGETS

Key results area:

Strategy statement:

Tactical objectives Responsibility Target date Status

1.5. Small Business Adminisiration 13







APPEND!IX C-1: OBJECTIVES, RESPONSIBILITIES AND TARGETS {SAMPLE)

Key results area: Achieve and maintain superior customer service.
Strategy objective: Enhance customer service lo distinguish our business from the competition and to generate repeat
customers and referrals.
Tactical objectives Responsibility Target date Status
Survey key customers 10 assegs Dale Harris 1-15-81
current level of service and
determine their expectations
regarding 1deal service.
Establish and staff 1011-fres (800 Dan Devlin 2-15-91
number for customer orders and '
questions.
Establish well-understood Dale Hamis 3-15-491
cusiomer service standards and
guidelines.
Change human resource
programs to build staff chat takes
pride in customer satisfaction.
Proposals 1¢ management due as follows:
» Recnuiting/hiring/orientation Debra Goldsizin 4-31-91
» Cnagoing training Joan Lupacchinag 5-15-91
« Performance appraisals/rewards Fred Monti 5-15-9]
U.S. Smal! Business Administraticn 15






APPENDIX D: INDIVIDUAL OBJECTIVES

Summary/Status Report for (Employee Name)

Tactical cbjectives Responsibility Target date Status

U.5, Smaif Business Administration r







APPENDIX E: INFORMATION RESQURCES

U.S. Small Business Adminisiration (SBA}

The SBA offers an extensive selection of information on
mos! business management topics, from how 1o start a
business 1o exporting your products.

This information is listed in The Small Business
Directory. For a free copy write to: SBA Publications,
P.O. Box 1000, Fort Worth, TX 76119.

SBA has offices throughout the country. Consult the 115,

Governmen? section in your telephone directory for the

office nearest you. SBA offers a number of programs and

services, including training and educational pregrams,
counseling services, financial programs and contract
assistance. Ask about

® Service Corps of Retired Executives (SCORE),

a national organization sponsored by SBA of
aver 13,000 volunteer business executives
who provide free counseling, workshops and
semninars 10 prospective and existing small
husiness peaple.

# Small Business Development Centers {SBDCs),

sponsored by the SBA in partnecship with
stale and local governments, the educational
community and the private sector. They
previde assistance, counseling and training
to prospective and existing business pecple.

® Small Business Institutes (SBIs),
organized through SBA on more than
300 college campuses nationwide. The
instilutes provide counseling by students
and faculty 1o small business clients.

For more information about SBA business development
programs and services call the SBA Small Business
Answer Desk at 1-800-U-ASK-SBA (827-5722),

Other LS. Government Resources

Many publications on business management and other

related topics are available from the Government Printing

Office {GPO). GPO bookstores are kocated in 24 major
cities and are listed in the Yellow Pages under the
“bookstore” heading. You can request a Subject

Bibliography by writing 10 Government Printing Office

Superintendent of Documents, Washington, DC
20402-9328.

Mazny federal agencies offer publications of interest to
small businesses. There is a neminal fee for some, but
most are free. Below is a selected list of government
agencies that provide publications and other services
targeted Lo small businesses. To get their publications,
contact the regional offices listed in the telephone
directory-or write to the addresses below:

Copswner Information Center (CIC)

P.C. Bux 100

Pueblo, CO 81002

The CIC cffers a consumer information catalog of
federal publications.

Consumer Product Safety Commission (CPSC)
Publications Request

Washinglon, DiC 20207

The CPSC offers guidelines for product safety
requirements.

LS. Department of Agriculture (USDA)

12th Street and Independence Avenue, 5W
Washington, D}C 20250

The USDA offers publications an selling to the USDA.
Publications and programs on entrepreneurship are also
available through county extension offices nationwide.

U.S. Department of Commerce (DOC)

(MTice of Business Liaison

14th Street and Constitution Avenue, N'W

Room $898C

Washington, DC 20230

DOC's Business Assistance Center provides listings of

business opportunities available in the federal government.

This service also will refer businesses to different
programs and services in the DOC and other federat
agencies.

1.5, Department of Health and Human Services (HHS)

Public Health Service

Alcohol, Drug Abuse and Mental Health
Administration

5600 Fishers Lane

Rockville, MD 20857

Drug Free Workplace Helpline: 1-800-843-4971. Provides

information on Employee Assistance Programs.
Natianal Institute for Drug Abuse Hotline:
1-800-662-4357. Provides information on preventing
substance abuse in the workplace.

The National Cleannghause for Alcoho! and Drug

Information: 1-800-729-6686 toll-free. Provides pamphlets

and resource malerials en substance zbuse.

ULS. Small Business Administration
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U.S. Department of Labor (DOL)
Employment Standards Administration

200 Constutution Avenue, N'W

Washington, DC 20210

The DOL offers publications on compliance with
labor laws.

U.S. Department of Treasury

Internal Revenue Service {IRS)

P.C. Box 238566

Richmand, ¥ A 23260

1-800-424-3676

The IRS offers information on tax requirements for small
businesses.

U.S. Environmental Protection Agency (EPA)

Small Business Ombudsman

401 M Street, SW {A-149C)

Washingion, DC 20460

1-800-368-5888 except DC and VA

T03-557-E938 in DT and VA

The EPA offers more than 100 publications designed to
help small businesses understand how they can comply
with EPA regulalions,

U.S. Food and Drug Administration (FDA)

FDA Center for Food Safety and Applied Mutrition
200 Charles Streat, SW

Washington, DC 20402

The FDA offers information on packaging and labeling
requirements for food and food-related products.

For More Information

A librarian can help you locate the specific information
you need in reference books, Most libranes have a variety
of direclories, indexes and encyclopedias that cover many
business topics. They also have other resources, such as

& Trade association information
Ask the libranan to show you a directory of trade
associations. Associations provide & valuable
network of resources 1o their members through
publicatiens and services such as newsletters,
conferences and seminars.

& Books
Many guidehooks, lexthooks and manuals on
small business are published annvally. To find the
names of bocks not in your local library check
Boeks In Print, a directory of books currently
available from publishers.

& Magazine and newspaper articles
Business and professional magazines provide
information that is more current than that found in
books and texthooks. There are a number of
indexes to help you find specific articles in
peripdicals,

In addition 1o books and magazines, many libraries offer
free workshops, lend skill-building tapes and have
catalopues and brochures describing continuing education
apportunities.

LS. Small Business Adminisiration
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